The rapid change of consumer expectations in shopping environments has required retailers to actively adopt omnichannel services, however, limited research exists on the topic. We identify the effect of consumer's utilitarian shopping value on expectations for omni-channel services. An online survey was conducted on 176 subjects who had experience using omni-channel services. We employed Unified Theory of Acceptance and Use of Technology (UTAUT) as our theoretical model to explore the mechanisms of consumers' acceptance of omni-channel services in fashion. We used SPSS ver. 22.0 and AMOS ver. 22.0 programs to analyze data. The results indicate that utilitarian shopping value has a positive effect on performance expectancy, effort expectancy, and social influence for omnichannel services. Performance expectancy for omni-channel services also has a positive effect on the purchase intentions of fashion products. Effort expectancy for omni-channel services also positively increases the purchase intentions of fashion products. Last, the social effect of omni-channel services has a significant positive effect on purchase intention. All the hypotheses were supported. The research findings can provide the fashion distribution industry with useful basic data to understand the needs of consumers who use multi-channels when establishing a new channel or marketing strategy.
www.fer.or.kr Utilitarian shopping value 1. I tend to finish shopping for fashion products quickly. 5-Point Likert Babin et al. [3] 2. Shopping is the only means of purchasing items for me. type scale Ji [16] 3. I do not like window shopping when purchasing fashion products. Kang [17] Performance expectancy 1. Omni-channel services are very useful when shopping for fashion products. Kim [20] 2. Omni-channel services make fashion product shopping more convenient.
3. Fashion product shopping with omni-channel services improve the quality of life. Chung [9] Effort expectancy 1. The procedure for purchasing fashion products is easy when using omni-channel services. Im et al. [14] 2. I will be better at using omni-channel services when shopping for fashion products. Kim [24] 3. It is easy to understand how to use omni-channel services when shopping for fashion products. Kim [27] Social effect 1. Persons around me think I should use omni-channel services when shopping for fashion products. Venkatesh et al. [39] 2. I will use omni-channel services based on the advice of other persons.
Kim [26] 3. Fashion companies that provide omni-channel services provide an image of a leading company to consumers.
Lee [33] Purchase intention 1. I plan to purchase fashion products through an omni-channel service. Park [37] 2. It is very possible for me to purchase fashion products for my family and friends through omni-channel services.
Venkatesh et al. [39] 3. I intend to purchase fashion products for me through omni-channel services. 한편 지금까지의 분석을 토대로 가설을 검증해 보면 Table 7과 같다. 
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